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Research Report: Sales Performance Data’s Impact on Managerial
Decisions
This document has been prepared by The Sales Management Association for
use by its members. The Sales Management Association has worked to ensure
the accuracy of the information it provides to its members. This report relies
upon data obtained from many sources, however, and The Sales Management
Association is not engaged in rendering legal, accounting, or other professional
services. Its reports should not be construed as professional advice on any
particular set of facts or circumstances. Members requiring such services are
advised to consult an appropriate professional. Neither the Sales Management
Association nor its programs are responsible for any claims or losses that may
arise from a) any errors or omissions in their reports, whether caused by The
Sales Management Association or its sources, or b) reliance upon any recommendation made by the Sales Management Association.
Descriptions or viewpoints contained herein regarding organizations profiled in
this material do not necessarily reflect the policies or viewpoints of those organizations.
About The Sales Management Association
The Sales Management Association is a global, cross-industry professional
organization for sales operations, sales effectiveness, and sales leadership professions. We provide our members with tools, networking, research, training, and
professional development.
Our research initiatives address topics relevant to practitioners across a broad
spectrum of sales effectiveness issues. Our research is available to members on
our site at www.salesmanagement.org.
In addition to research we publish best practice tools, archived webcasts, and
expert content. Visit our website at http//salesmanagement.org to learn more.

2

Copyright © 2015 the Sales Management Association. All rights reserved.

Research Report: Performance Data’s Impact on Managerial Decisions

Contents
1. Research Summary 5
1.1 Research Objectives 5
1.2 Summary of Key Findings 5
2.
2.1
2.2
2.3

Evaluating Sales Manager Decisions 7
Sales Manager Decisions’ Importance Ratings 7
Sales Manager Decision Effectiveness 8
Sales Management’s Decision Quality Improvement Priorities 9

3.
3.1

3.4
3.5
3.6
3.7
3.8
3.9

Judging Performance Reporting Effectiveness 10
Sales Management’s Importance Ratings for Performance Reporting Program 			
Characteristics 10
Sales Management’s Effectiveness Ratings for Performance Reporting Program 			
Characteristics 11
Improvement Priorities for Performance Reporting Programs, Sales Management’s 		
Perspective 12
Manager Satisfaction with Time Spent Looking for Performance Data 14
Manager Satisfaction with Analysis Support 15
Manager Satisfaction with Performance Data Accessibility 15
Manager Satisfaction with Management Training 16
Manager Satisfaction with Performance Reporting Investments 16
Manager Satisfaction with Other Performance Reporting Support 17

4.
4.1
4.2
4.3

Valuing Specific Performance Metrics 18
Sales Management’s Importance Ratings by Metric 18
Sales Management’s Effectiveness Ratings by Metric 19
Improvement Opportunities for Reporting Specific Performance Metrics 20

5.

Sales Manager Adoption of Reporting Tools 22

6.
6.1
6.2
6.3

About the Research 23
Research Approach 23
Research Timing and Scope 23
Research Underwriters 23

7.
7.1
7.2
7.3
7.4

Respondent Demographics 24
Firm Size 24
Job Role 25
Firm Performance 25
Sales Force Size, Structure, and Management Span of Control 26

3.2
3.3

Copyright © 2015 the Sales Management Association. All rights reserved.

3

4

Copyright © 2015 the Sales Management Association. All rights reserved.

Research Report: Performance Data’s Impact on Managerial Decisions

1

Research Summary

1.1 Research Objectives

Performance data are essential to managing sales organizations;
without accurate data, management’s decision-making effectiveness
is crippled. This research examines when, where, and how
managers consume performance data, and quantifies performance
information’s impact on management decision-making.
The research also explores how sales organizations support
management’s effective use of performance data. It examines
return on various performance support investments, surfaces
future investment priorities, evaluates various reporting tools’
and programs’ usefulness to managers, and measures support
investments’ impact on manager decision quality.

1.2 Summary of Key Findings

Sales managers make varied decisions related to sales team
and business performance. The decision types considered most
important by management are: (1) addressing poorly performing
salespeople; (2) focusing coaching effort; (3) directing salesperson
activity; and (4) influencing high value sales opportunities.
The first of these three are further spotlighted as management’s
most urgent improvement priorities, by virtue of their relatively
low effectiveness ratings. These three decision areas – addressing
poor salesperson performance, focusing coaching effort, and
directing selling activities – suggest a critical nucleus of
management impact most highly valued – and most difficult to
perform – by the sales manager role.
Research participants offered insight into specific performance
metrics, their relative value, usage, and effectiveness in
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performance reporting. Sales revenue performance, opportunity
pipeline status, and customer satisfaction are judged most
important among a comprehensive set of metrics researched.
Pricing, selling expense, and marketing campaign metrics, while
still considered somewhat important, were rated lowest in relative
importance. Customer satisfaction and salesperson activity metrics
are management’s most important improvement priorities; based
on an evaluation of respondents’ importance and effectiveness
ratings for the study’s portfolio of nine performance metrics.
The research also measured management’s views on sales
reporting, which includes the method by which performance
data reaches managers, and the form in which most consume
performance information. Reports’ most important attributes
are accuracy and accessibility (rating 4.3 and 4.2, respectively,
on a five-point scale where “5” is “extremely important”).
Relative effectiveness ratings for reports show that managers rate
reports’ accuracy highly, but their accessibility, and relevance
relatively low. Among these attributes, the research finds report
accessibility, and the data update timeliness are the most critical
improvement priorities for management reporting.
In researching various reporting support areas, we found that
firms provide too little analysis support, and insufficient manager
training related to using performance data. Seventy-one percent
of respondents consider analysis support levels too low; 69% find
management training insufficient.
Managers find their firms’ performance reporting investments
insufficient; 71% say reporting investments are “less than
sufficient.” The likely reason: return on reporting-related
investments lags expectation for most respondents. Almost twothirds (65%) achieve “less than adequate” return on firm reporting
investments. One-quarter (25%) report “adequate” ROI, and just
10% say ROI is greater than adequate.
Overall, respondents view their firms’ overall performance
reporting with lukewarm satisfaction. Though ratings for reporting
“relevancy” are marginally positive (with a rating of 4.4 on a
seven-point scale, where “7” is best), other high-level reporting
capabilities rated received low marks. Lowest among these:
reporting system capability (3.4), a continuous improvement
approach to managing report quality (3.8), and firm commitment
to soliciting management feedback for reporting (3.8).
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Evaluating Sales Manager Decisions

2.1 Sales Manager Decisions’ Importance Ratings
Importance Ratings of Sales Manager Decisions
Addressing poorly
performing salespeople
Influencing highest value
opportunities

4.1
4.0

Focusing coaching effort

4.0

Assessing salesperson activity

3.9

Deploying sales and marketing
resources for highest return

3.7

Pricing decisions

3.3
1

2

3

4

Not at all

5
Extremely

Average Importance Rating
2.1 Sales managers make varied decisions related to sales team and business performance. Four decision areas
are considered most important: addressing poorly performing salespeople, focusing coaching effort, addressing
salesperson activity (i.e., making sure salespeople are doing the right things), and influencing the highest value
sales opportunities.

Sales managers’ most important decisions are addressing poorly
performing salespeople, influencing high-value opportunities,
and focusing coaching effort for optimal impact. These decisions
garnered importance ratings of 4.1, 4.0, and 4.0, respectively,
based on a five-point importance rating scale, where “1” is “not
at all important, and “5” is “extremely important.” These were
followed in fairly close order by “assessing salesperson activity”
(3.9), and deploying sales and marketing resources (3.7). Pricing
decisions were rated 3.3, and were rated lowest in importance. All
decision types received average importance ratings above “3,” or
“somewhat important.”
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2.2 Sales Manager Decision Effectiveness
Effectiveness Ratings of Various Sales Manager Decisions
Influencing highest value
opportunities

3.1

Assessing salesperson activity

2.9

Pricing decisions

2.9

Focusing coaching effort

2.8

Deploying sales and marketing
resources for highest return
Addressing poorly
performing salespeople

2.8
2.7
1

2

3

4

Not at all

5
Extremely

Average Effecitveness Rating
2.2.1 Managers are most effective in making decisions to influence high value sales opportunities. All other
decision types rate below the median value of “somewhat” effective.

Managers’ decision-making effectiveness in these areas receives
decidedly lower ratings. Managers were rated most effective in
influencing the highest-value opportunities, with an effectiveness
rating of 3.1 on a five-point scale, where “1” is not at all effective,”
and “5” is “extremely effective.” All other decision categories were
rated below “3” (“somewhat effective”); these include assessing
salesperson activity (2.9), pricing decisions (2.9), focusing coaching
effort for optimal impact (2.8), deploying sales and marketing
resources (2.8), and assessing poorly performing salespeople (2.7).

2.2.2 Manager decision effectiveness ratings significantly lag decisions’ importance ratings. Decisions related to
addressing poorly performing salespeople reflect the largest gap between importance and rated effectiveness.
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Respondents’ ratings of manager effectiveness in assessing poorly
performing salespeople lag their importance ratings for this
decision type by an especially wide margin.

2.3 Sales Management’s Decision Quality Improvement
Priorities
Sales Manager Decisions Importance-Effectiveness Grid
3.2
EFFECTIVENESS

Influencing highest
value opportunities
Assesing salesperson activity

y = 2.9

Pricing decisions
Deploying sales and
marketing resources
for highest return

2.5

x = 3.8
3.0

2.3 Three decision types
emerge as high-priority
improvement areas when
ratings are plotted on an
importance-effectiveness
grid. These are: assessing
salesperson activity,
focusing coaching effort,
and addressing poorly
performing salespeople.

Focusing coaching effort
Addressing poorly
performing salespeople

IMPORTANCE

4.6

An “Importance-Effectiveness” grid helps to visualize relationships
between respondents’ importance and effectiveness ratings. It plots
effectiveness and importance ratings for each reporting category on an
x-y axis. Effectiveness ratings are assigned to the vertical y-axis, and
importance ratings to the horizontal x-axis. The two axes intersect at
the respective mean reported value for each scale (3.8 for importance;
2.9 for effectiveness; both are five-point scales). Each category is
thereby forced into one of four quadrants, as illustrated above.
Categories ranked in the top 50th percentile for importance are sorted
on the right half of the chart; those ranked in the top 50th percentile
based on effectiveness are forced to the top half of the chart.
The lower-right quadrant contains decision categories executed with
relatively low effectiveness, yet considered highly important. Elements
in this quadrant are management’s most important improvement
priorities. Assessing salesperson activity, focusing coaching effort, and
addressing poorly performing salespeople appear in this quadrant.
The upper-right quadrant represents categories with relatively high
ratings for both importance and effectiveness. These include sales
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revenue performance data, and opportunity pipeline data. In
relation to other categories, respondents will likely sustain focus
in them. Managers’ decisions related to influencing specific, highvalue sales opportunities appear in this quadrant.
Categories in the lower left-hand quadrant are relatively less important,
and performed less effectively than others. In resource-constrained
environments, firms are apt to reduce or outsource support for
elements in this quadrant. Manager decisions in this quadrant are
deploying sales and marketing resources for highest return.
The upper left quadrant includes categories of relatively lesser
importance, executed with relatively high effectiveness. There are
no decision categories that land in this quadrant. Items in this
quadrant are typically monitored to ensure continued effectiveness.

3

Judging Performance Reporting
Effectiveness

3.1 Sales Management’s Importance Ratings for
Performance Reporting Program Characteristics
Importance Ratings of Performance Reports’ Characteristics
Accurate Performance Data

4.3

Manager Access to Data

4.2

Timely Data Updates

4.1

Report Relevance

3.9

Efficient Report Design

3.8

Customizable Reports

3.6
1

2

3

4

Not at all
Important
Average Importance Rating
3.1 Respondents most value report accuracy, accessibility, and timeliness.

10

Copyright © 2015 the Sales Management Association. All rights reserved.

5
Extremely
Important

Research Report: Performance Data’s Impact on Managerial Decisions

Respondents rate accuracy as the most important report
characteristic among six characteristics rated; it garnered an
average importance rating of 4.3. All six characteristics are
rated well above the importance rating’s midpoint value of
“3” on a five-point scale, where “1” is “not at all” important,
and “5” is “extremely important.” The report characteristic
“accessibility” and “update timeliness” closely follow accuracy
in importance, with average importance ratings of 4.2 and 4.1,
respectively.
Rated lowest in relative importance is report customization, with
an average rating of 3.6. Other average importance ratings are
report relevance (3.9) and efficient report design (3.8).
Performance Reports’ Effectiveness Ratings
Accurate Performance Data

4.5

Customizable Reports

4.1

Timely Data Updates

3.6

Efficient Report Design

3.5

Manager Access to Data

3.3

Report Relevance

2.8
1

2

3

4

Not at all
Effective

5
Extremely
Effective

Average Effercitveness Rating
3.2.1 Respondents rate their firms’ performance reports highest for accuracy, and lowest for relevance.

3.2 Sales Management’s Effectiveness Ratings for
Performance Reporting Program Characteristics

Respondents’ firms are most effective at providing accurate
performance data and customizable reports to sales managers.
These reporting attributes were rated 4.5 and 4.1 in effectiveness,
respectively. (Effectiveness ratings range from “1” for “not at all
effective” to “5” for “extremely effective.”) Rated least effective is
report relevance (2.8); it is the only characteristic with an average
effectiveness rating below “somewhat effective.” Other report
attributes’ average effectiveness ratings are timely data updates
(3.6), efficient report design (3.5), and manager access to data (3.3).
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Performance Reporting Characteristics
Ratings of Importance and Effectiveness

Importance
Effectiveness

Accurate performance data

4.5

Manager Access to Data

4.2

3.3

Timely Data Updates

4.1

3.6

Report Relevance

3.9

2.8

Efficient Report Design

3.8

3.5

Customizable Reports

3.6

4.1

1
Not At All

2

4.3

3

4

5
Extremely

Average Rating
3.2.2 Reports’ largest gap between ratings of performance and effectiveness is in “relevance.”

Two performance reporting program characteristics’ effectiveness
ratings exceed their corresponding importance ratings. These are
the attributes of customization and data accuracy. In aggregate,
respondents are over-delivering in these attributes (relative to
their importance ratings).

3.3 Improvement Priorities for Performance
Reporting Programs, Sales Management’s
Perspective

Based on all respondents’ ratings, two areas emerge as high
priority program improvement opportunities. These are: managers’
access to data, and the timeliness of data updates. These
reporting program characteristics are rated among the highest in
importance, and among the lowest in current effectiveness.

12
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Performance Reporting Program Characteristics Importance-Effectiveness
5.3
EFFECTIVENESS

Accurate
performance data

Customizable
Reports

Timely Data Updates

y = 3.6

Efficient Report
Design

Manager Access to Data

Report Relevance

x = 4.0

2.0
3.3

IMPORTANCE

4.7

3.3 An “Importance-Effectiveness” grid helps to visualize relationships between respondents’ importance and
effectiveness ratings. The lower-right quadrant contains reporting program characteristics executed with
relatively low effectiveness, yet considered highly important. Elements in this quadrant are management’s most
important improvement priorities. Manager access to data and timely data updates appear in this quadrant.

An “Importance-Effectiveness” grid helps to visualize relationships
between respondents’ importance and effectiveness ratings. It
plots effectiveness and importance ratings for each reporting
category on an x-y axis. Effectiveness ratings are assigned to the
vertical y-axis, and importance ratings to the horizontal x-axis.
The two axes intersect at the respective mean reported value for
each scale (4.0 for importance; 3.6 for effectiveness; both are
five-point scales). Each category is thereby forced into one of four
quadrants, as illustrated below.
Categories ranked in the top 50th percentile for importance are
sorted on the right half of the chart; those ranked in the top 50th
percentile based on effectiveness are forced to the top half of the
chart.

Copyright © 2015 the Sales Management Association. All rights reserved.

13

Judging Performance Reporting Effectiveness

The lower-right quadrant contains reporting program
characteristics executed with relatively low effectiveness, yet
considered highly important. Elements in this quadrant are
management’s most important improvement priorities. Manager
access to data and timely data updates appear in this quadrant.
The upper-right quadrant represents characteristics with relatively
high ratings for both importance and effectiveness. In relation
to other characteristics, respondents will likely sustain focus in
them. Performance data accuracy lands in this quadrant.
Categories in the lower left-hand quadrant are relatively less
important, and performed less effectively than others. In resourceconstrained environments, firms are apt to reduce or outsource
support for elements in this quadrant. Reporting program
characteristics in this quadrant are report design and report relevance.
The upper left quadrant includes characteristics of relatively lesser
importance, executed with relatively high effectiveness. Report
customization falls in this quadrant. Items in this quadrant are
typically monitored to ensure continued effectiveness.
3.4 Manager satisfaction with time spent looking for
performance data
Ratings of Manager Time Spent Looking for Performance Data

30

3.4 About half of
respondents (48%) believe
their sales managers
spend too much time
looking for performance
data.

20

10

0

1
Far too
little

2

3

4
5
Just the right
amount

6

7
Far too
much

Time Spent Looking

About half of respondents (48%) believe their sales managers
spend too much time looking for performance data. Interestingly,
36% believe sales managers spend too little time looking for
performance data. This may suggest managers may not be availing
themselves sufficiently of reporting resources at their disposal.
Just 16% of respondents believe sales managers spend “just the
right” amount of time looking for performance data.
14
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3.5 Manager satisfaction with analysis support
Managers Ratings of Analysis Support Provided for Performance Reports
Percentage Distribution
40
30
3.5 Most firms provide
too little analysis
support to sales
managers; 71% of
managers consider firm
analysis support levels
too low.

20
10
0

1

2

3

Far too
little

4

5

6

Just the right
amount

7
Far too
much

Support Rating

Most firms provide too little analysis support to sales managers, in
respondents’ view. Seventy-one percent consider analysis support
levels too low; just 14% consider analysis support “too much.”

3.6 Manager satisfaction with performance data
accessibility
Ratings of Management Performance data Accessibility
Percentage Distribution
30

3.6 Half of
respondents believe
performance data is
too difficult to access.

20

10

0

1
Not at all

2

3

4

5

Somewhat

6

7
Extremely

Rating for Ease of Access

Half (50%) of respondents believe performance data is less than
“somewhat” easy to access for sales management. Seventeen percent
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rate data accessibility “somewhat easy,” and one-third (33%) rate
accessibility between “somewhat” and “extremely” easy to access.

3.7 Manager satisfaction with management training
Ratings of Management Training Level Provided for Reporting Tools
Percentage Distribution
40
30
3.7 The overwhelming
majority of managers find
training on performance
reporting inadequate.

20
10
0

1

2

3

Not at all
Sufficient

4

5

Sufficient

6

7

Far More Than
sufficient

Rating of Management Training

Sales managers receive insufficient training in leveraging reporting
tools. Just 21% of respondents describe manager training “sufficient,”
10% as more than sufficient, and 69% as less than sufficient.

3.8 Manager satisfaction with performance reporting
investments
Ratings of Level of Investment in Performance Reporting
Percentage Distribution
50
40
3.8.1 Respondents think
their firms invest too
little in performance
reporting.

30
20
10
0

1

2

Far too little

3

4

5

Just right

Rating of Investment Level
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In general, respondents consider firm reporting investments insufficient.
Fifteen percent indicate reporting investment levels are “just right,” an
additional 14% say investment levels are more than sufficient; and fully
71% believe investment levels are less than sufficient.
ROI Ratings for Performance Reporting Investments
Percentage Distribution
30

20
3.8.2 Returns on
reporting-related
investments lag
management’s
expectations

10

0

1

2

3

Very poor

4

5

6

Adequate

7
Excellent

ROI Rating

One possible reason: most returns on reporting-related investments lag
expectation. Almost two-thirds (65%) of respondents say their firms
achieve less than adequate ROI in reporting tools. One-quarter (25%)
indicate “adequate” ROI, and just 10% say ROI is greater than adequate.

3.9 Manager satisfaction with other performance
reporting support
Management Ratings of Firm Reporting Support
Reports on the most
relevant metrics

4.4

Creates relevant reports

4.1

Responds quickly to report
change requests
Solicits management
feedback to optimize reports
Continuously improves report
quality and accuracy
Has the right systems
for reporting

3.9
3.8
3.8
3.4
1
Strongly
Disagree

2

3

4

5

Neither agree
nor disagree

6

7
Strongly
Agree

Average Level of Agreement Rating
3.9 Respondents view reporting relevancy in a marginally positive light, but other firm reporting attributes
receive negative ratings.
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Respondents view reporting relevancy in a marginally positive
light, but other firm reporting attributes were scored below the
median value of four on a seven-point scale (where “7” is best).
These low-rated attributes relate to change request responsiveness
(3.9), soliciting management feedback to improve reports (3.8), and
a continuous improvement approach to managing report quality
(3.8). Respondents were most negative in assessing whether their
firms had the right reporting systems (3.4). Reporting on the most
relevant metrics garnered the highest agreement rating of 4.4.

4

Valuing Specific Performance Metrics

4.1 Sales Management’s Importance Ratings by Metric
First-Line Managers’ Ratings of Performance Reports’ Importance, By Topic
Sales Revenue Performance

4.5

Opportunity Pipeline

4.1

Customer Satisfaction

4.0

Specific Account Performance

3.8

Salespeople’s Activity

3.7

Sales Compensation for Team Managed

3.6

Profitability Performance

3.3

Pricing Data

3.2

Selling Expense

2.8

Marketing Campaign Metrics

2.8
1

2

3

Not at all
Important

4

5
Extremely
Important

Average Importance rating
4.1 Reports on revenue, opportunity pipeline status, and customer satisfaction are judged most important.
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Unsurprisingly, respondents rate sales revenue reports as most
important to sales management. Sales revenue performance
received an average rating of 4.5 on a five-point importance rating
scale (where “1” is “not at all important” and “5” is “extremely
important”). Opportunity pipeline performance and customer
satisfaction were rated second- and third-highest in importance,
with average ratings of 4.1 and 4.0, respectively. Rated least
important were selling expense data and marketing campaign
metrics, each with average ratings of 2.8. Only these two are
rated less than “somewhat important” (“3”) on average; the
eight remaining categories of performance data received average
importance ratings above “3” (“somewhat important”).

4.2 Sales Management’s Effectiveness Ratings by
Metric
First-Line Managers’ Ratings of Performance Reports’ Effectiveness, By Topic
Sales Revenue Performance

3.9

Opportunity Pipeline

3.4

Sales Compensation for Team Managed

3.1

Specific Account Performance

3.0

Salespeople’s Activity

2.9

Profitability Performance

2.8

Customer Satisfaction

2.7

Pricing Data

2.7

Selling Expense

2.4

Marketing Campaign Metrics

2.4
1

2

3

Not at all
Effective

4

5
Extremely
Effective

Effectiveness rating
4.2.1 Managers’ ratings reflect disappointment with firm effectiveness in reporting many key performance metrics.

Broadly speaking, respondents are disappointed with their firms’
effectiveness in reporting many key performance metrics. Using
a five-point effectiveness scale, where “1” is “not at all effective”
and “5” is “extremely effective,” respondents’ average ratings for
six of ten categories is lower than “3” (“somewhat effective”).
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Rated least effective of these are marketing campaign metrics
(2.4), selling expense data (2.4), and pricing data (2.7).
Reporting categories rated most effective, on average: sales
revenue performance data (3.9), opportunity pipeline data (3.4),
sales compensation data (3.1), and performance data related to
specific accounts (3.0).
Performance Reporting Topics

Importance
Effectiveness

Ratings of Importance and Effectiveness
Sales revenue performance

4.5

3.9

Opportunity pipeline

4.1

3.4

Customer satisfaction

4.0

2.7

Specific account performance

3.7

3.0

Salespeople activity

3.6

2.9

Sales compensation for team managed

3.5

3.1

Profitability performance

3.3

2.8

Pricing data

3.2

2.7

Selling expense

2.4

2.8

Marketing campaign metrics

2.4

2.8

1
2
Not at all

3

4

5
Extremely

Average Rating
4.2.2 Customer satisfaction’s gap between rated importance and effectiveness is larger than that of any other
reporting metric.

4.3 Improvement Opportunities for Reporting Specific
Performance Metrics

Considered in aggregate, two reporting categories emerge as
respondent firms’ most important improvement priorities: data
on salesperson activity, and customer satisfaction data. These
categories are rated among the highest in importance, and among
the lowest in current effectiveness.

20
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Performance Report Topics Importance-Effectiveness Grid
4.2
EFFECTIVENESS

Sales Revenue
Performance

Opportunity
Pipeline

Sales Compensation
for Team Managed

y = 2.9

Profitability Performance
Pricing Data
Marketing
Campaign
Metrics

Selling
Expense

x = 3.5

1.6

Specific Account
Performance
Customer
Satisfaction
Salespeople’s
Activity

IMPORTANCE

2.0

5.1

4.3 An “Importance-Effectiveness” grid helps to visualize relationships between respondents’ importance and
effectiveness ratings. The lower-right quadrant contains reporting categories executed with relatively low
effectiveness, yet considered highly important. Elements in this quadrant are management’s most important
improvement priorities. Salesperson activity reporting and customer satisfaction data appear in this quadrant.

It plots effectiveness and importance ratings for each reporting
category on an x-y axis. Effectiveness ratings are assigned to the
vertical y-axis, and importance ratings to the horizontal x-axis.
The two axes intersect at the respective mean reported value for
each scale (3.5 for importance; 2.9 for effectiveness; both are
five-point scales). Each category is thereby forced into one of four
quadrants, as illustrated below.
Categories ranked in the top 50th percentile for importance are
sorted on the right half of the chart; those ranked in the top 50th
percentile based on effectiveness are forced to the top half of the
chart.
The upper-right quadrant represents categories with relatively
high ratings for both importance and effectiveness. These include
sales revenue performance data, and opportunity pipeline data. In
relation to other categories, respondents will likely sustain focus
in them.
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Categories in the lower left-hand quadrant are relatively less
important, and performed less effectively than others. In resourceconstrained environments, firms are apt to reduce or outsource
support for elements in this quadrant. Reporting categories in this
quadrant are profitability data, pricing data, marketing campaign
metrics, and data on selling expense.
The upper left quadrant includes categories of relatively lesser
importance, executed with relatively high effectiveness. Sales
compensation performance data falls in this quadrant. Items
in this quadrant are typically monitored to ensure continued
effectiveness.

5

Sales Manager Adoption of Reporting
Tools

Ratings of Manager Adoption of Available Reporting Tools
Percentage Distribution
50
42
40
5 Fifty-nine percent
of respondents rate
management adoption of
performance reporting
tools as “good” or
better.

34

30
20
10

15
7
2

0

Poor

Fair

Good

Very good

Excellent

Manager Adoption Rating

Fifty-nine percent of respondents rate management adoption of
performance reporting tools as “good” or better. Rated on a five
point scale, where “1” is “poor adoption” and “5” is “excellent
adoption,” respondents’ average rating is 2.7.
22
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6

About the Research

6.1 Research Approach

This study aggregates participating firms’ responses to a webbased survey. The Sales Management Association developed
the survey and recruited participants from our membership
and broader audience of sales managers and sales operations
professionals. In exchange for participating, we offer respondents
advance copies of the detailed study report.
Before reporting results, we eliminate invalid or ineligible responses,
and sometimes contact respondents to clarify their responses.
Survey results are only reported in aggregate, and never in a way
that would compromise the identity of any single respondent. All
individual respondent data are treated with strict confidentiality.

6.2 Research Timing and Scope

This research represents summarized data from 106 participating
firms, directly employing more than 84,000 sales professionals.
Data was collected between August and November 2015.
Respondent demographics and descriptive information is
summarized at the end of this report.

6.3 Research Underwriters

This study was made possible in part through the underwriting
support of Host Analytics, Tableau Software, and Xactly Software.
Sales Management Association underwriters provide annual financial
support to the Sales Management Association. Underwriters may
suggest research topics, participate in ongoing research projects, and
encourage participation or otherwise promote research initiatives.
Underwriters are not involved with research administration, data
collection, analysis, interpretation, or report development, unless
explicitly noted in the report. Also, unless noted, underwriters do not
pay a research-specific fee or directly commission research initiatives.
The Sales Management Association is grateful for the support
underwriters provide to our research efforts.
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7

Respondent Demographics

7.1 Firm Size
Respondents’ Firm Revenue
Percentage of Respondents

More than
$10 billion
11 %

7.1 More than two-thirds
of respondents’ annual
revenues exceed US$100
million.

$1 billion to
$10 billion
30 %

Less than
$10 million
8%

$10 million to
$100 million
24 %

$100 million
to $1 billion
27 %

One hundred and six participating firms ranged in size from small
to very large. Sixty-eight percent of respondents’ firms have
annual revenue in excess of US$100 million; 11% have annual
revenues in excess of $10 billion.

24
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7.2 Job Role
Respondents’ Job Role
Percentage of Respondents

Manages SMs
28 %

Sales Ops
38 %

7.2 Most participants
were management-level
sales or sales operations
professionals.

Sales
Manager (sm)
21 %

Manager
(Non Sales)
11 %

Other 2%

Respondents are predominately sales leaders in their firms.
Twenty-one percent of respondents are first-line sales managers
(i.e., they directly manage salespeople). An additional 28%
are senior sales leaders, managing sales managers. Thirty-eight
percent are sales operations managers; 11% are in non-salesrelated management positions, and 2% are in other roles.

7.3 Firm Performance
Respondents' Sales Objective Achievement
Percentage Distribution of Firms
30
7.3.1 Sixty-one percent
of respondent firms
met or exceeded firm
sales objectives in the
preceding 12 months.

20
10
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Far Underachieved
Objectives
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Far Exceeded
Objectives

Firm Performance
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Respondent Demographics
Respondents' Profit Objective Achievement
Percentage Distribution of Firms
40
7.3.2 Seventy-three
percent of respondent
firms met or exceeded
firm profit objectives in
the preceding 12 months
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Firm Performance

Sixty-one percent of respondent firms met or exceeded firm sales
objectives in the preceding 12 months, and 73% met or exceeded
profit objective in the same period. Respondents were asked to
rate their firm’s achievement of profit and sales objective based
on a seven-point scale (“1” for far underachieved objective; “4”
for met objective; “7” for far exceeded objective). We use this
performance rating approach in order to normalize company
performance across large and small firms, and high and moderate
growth sectors. Twenty-six percent of respondents rated profit
objective achievement in the highest two categories (“6” or “7”);
17% of firms rated sales objective achievement in the highest two
performing categories.

7.4 Sales Force Size, Structure, and Management Span
of Control
Salesforce Size
(Number of salespeople)

Sales Force Size
(Number of Managers)

Min
10th percentile
25th percentile
Median
75th percentile
90th percentile
Max
Average
Total

Min
10th percentile
25th percentile
Median
75th percentile
90th percentile
Max
Average
Total

15
25
50
208
500
1,840
20,000
822
84,639

7.4.1 On average, respondents’ firms
employ 822 salespeople.
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2
4
6
21
60
300
2,000
114
11,328

7.4.2 On average, respondents’ firms
employ 114 sales managers.
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Respondents’ Total Sales Force Size

Respondents’ Average Sales Force Size

84,639

11,328

Sales Managers

822

114

Sales People

Sales Managers

Sales People

7.4.3 On average, respondents’ sales managers are responsible for 7.5 direct report salespeople.

Respondents firms have an average of 114 sales managers, and 822
salespeople; sales managers have an average of 7.5 direct-report
salespeople.
Corresponding median values are 208 salespeople per firm, and 21
sales managers per firm.
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